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Foreword 
Although this study primarily is concerned with a 
specific employee publication, THE AIRMAN, published 
ix 
by the United States Air Force, it is necessary to include 
a short background of employee publications in modern 
communication. To study just a segment without the con-
text of the whole would be to forego important details 
relative to the task the employee publication has communi-
cating with employees. THE AIRMAN, although sub-titled 
"a journal" has the primary communication purpose assigned 
to similar publications in industry. The primary task 
for THE AIRMAN is to serve as an employee publication 
for everyone employed by the United States Air Force. 
Clarification of an employee publication must be 
made now before this study progresses. This is necessary 
due to the semantic confusion that exists among such 
terms as "employee publication," "house organ," and 
"industrial publication." For purposes of this study, 
any periodical written primarily for the employees of a 
specific company or governmenta 1 agency is an "employee 
publication." 
Chap. 1 
Importance of the Study 
Possibly never before in communication history has 
how we communicate become so vital. This "Information 
Age" 1 is described by many observers as the battle to win 
men's minds in a cold war of ideologies. Roland I. Perusse 
lists eighteen phrases that have been applied to the commun-
ication battle in his article "Psychological Warfare 
Reappraised." 2 Some of the terms he has included are: 
"cold war, war of ideas, struggle for the minds and wills 
of men, thought war, campaign of truth, propaganda warfare 
and 1ndlrect aggression.") 
'I'he current battle and meaning of words is further 
emphasized by Robert Moses writing in The New York Times 
Magazine that the pen is indeed mightier than the sword. 4 
1 Address by Richard s. Leghorn, president, Itek 
Corporation, "The Impact of Science and Technology Upon 
Information," Chicago, April, 1961. 
2 Roland I. Perusse, "Psychological Warfare Reap-
praised" in A Psychological Warfare Casebook, ~~.E. 
Daugherty and M. Janowitz (eds.), The Johns Hopkins Press, 
Baltimore, 1960, pp. 25-26. 
3 Ibid., p. 26. 
4 Robert Moses, "Plea: 'Put it in English'" in The 
New York Times Magazine, March, 1962, p. 78. 
Writing is more than holding the mirror up to 
nature, more than a calling 1n which a driven, 
dedicated talent can ultimately arrive at the 
truth, more than an instrument of self-expres-
sion. It ls also a mighty weapon in the battle 
of progress. All life is a battle and the man 
who has learned to express himself simply in 
his native tongue is well-armed. You are not 
without charity because you fight the good fight, 
show your colors, proclaim the faith and speak 
out boldly at the right time. 5 
Moses reminds communicators to remember the words of 
2 
St. Paul 1n I Corinthians: "For if the trumpet give an un-
certain sound, who shall prepare himself to the battle? So 
likewise ye, except ye utter by the tongue words easy to be 
understood, how shall it be known what is spoken? for ye 
shall speak into the air."6 
As stated in the Foreword, this study can be applied 
equally to industry or governmental agencies concerned with 
communicating with employees. The importance of this prob-
lem to industry, while not in the same immediacy area of 
this study as the battle for men's minds, is, however, of 
interest to management. 
Employees want to know. Employees must know the 
5 
6 
Ibid. 1 p. 78. 
l.ll!.Q.. 
:: 
3 
"why," "how" and reasoning behind actions over which they 
themselves do not directly have any type of control but 
which do affect them; this is true in government and in 
industry. Hence the convergence of all interested agencies 
upon communicating with employees. When employees are not 
informed properly by their own management channels, they 
start to doubt, to divide and to be defeated mentally. 
Without proper information channels functloning effectively 
they begin to feed on rumor, gossip and any reasoning avail-
able that offers a "reasonable" explanation for an exlstlng 
condition. 
Effective communicatlon is a contributory factor to 
employee morale. 7 How can a worker be in rapport wlth man-
agement if there are conditions he does not understand; 
particularly if the condltions directly affect him? Ef-
fective communication is a deterrent to the breeding and 
spreading of rumors. An informed employee is a knowledge-
able employee who will have the proper information to 
internally or externally refute irresponsible c1aims either 
by industrial competitors, fellow workers, or foreign gov-
ernments. 
7 William E. Crosby, ¥orale and Internal Communica-
tions, (MS thesis), Boston-University, 1951, p. 31. 
4 
Within recent years, the military service has become 
more concerned with psychological warfare. As a tactic 1ts 
h1story 1s anc1ent. But recently, however, 1ts Commun1st 
tact1c1ans have placed new emphas1s upon the w1nn1ng of 
men's minds. The best defense against fore1gn psycholog1cal 
warfare is 1nformat1on and education. Use of th1s psycho-
log1cal tactic 1s demonstrated almost dally by spokesmen for 
the Commun1st 1deology. In the Korean War 1t became an 
overt 1nstrument of war aga1nst the Amer1can f1ght1ng man. 
Although th1s is not a study about psycholog1cal warfare 
or propaganda, 1t 1s 1mportant to c1te how the very use of 
words fosters and spreads thoughts and pol1t1cal 1deolog1es. 
Communicating w1th employees 1s the spreading of thoughts, 
of words about management and about fellow employees. The 
employee commun1cation program, to be 1ncluded 1n the 1n-
dustr1al or governmental budget, must be orientated toward 
a purpose. It should be stated here that propaganda 1s not 
all good or all bad. It can only be judged w1thin the 
context that 1t ·..t.s used; for what purpose.: Communist pro-
paganda is the very lifeblood of Communism. 8 It keeps the 
8 "The u.s. F1ghting Man's Code", (pamphlet) Off1ce 
of Armed Forces Informat1an & Educat1on, Department of 
Defense, u.s. Government Pr1nt1ng Off1ce, Washington, D.C., 
19.59, p • .59. 
5 
Communist world conspiracy alive. Without propaganda, 
Communism could never have grown and spread as it has. 
Through propaganda, the Communist leaders sound the keynote 
of the current "party line" to be followed and parroted by 
their underlings. The terms "Wall Street warmongers," 
"Yankee imperialism," and "decadent democracies" are but a 
few that were conceived by Communist propagandists. The 
"big-lie" technique, employed in the germ-warfare accusa-
tions leveled against the United States, exemplifies typical 
Communist propaganda in action.9 
Words, words, words. They are the tools of Communist 
propaganda. It is important to 1nclude this reference to 
Communism in a study related to employee communication in 
-a branch of the armed forces of the United States. Impor-
tant because it is a subject of interest to military com-
municators in the internal information field. 
Effective communication with employees is as impor-
tant as communication itself. That which is not effectively 
communicated may often be lost in the wilderness of words 
much like the poetic words, "I shot an arrow 1nto the air, 
It fell to earth I knew not where.• 10 To communicate for 
9 Ibid. 
10 H.W. Longfellow, "The Arrow and the Song", 1~'41. 
6 
the purpose of filling so much space is folly. The communi-
cator wastes his reader's time and effort and his own. 
Often would-be professional communicators jam the brain-
waves with flimflam, gobbledegook, doubletalk and the like. 
If man could but understand all that is offered through the 
communication media, he would, indeed, be a wise soul. 
Wherein lies the problem of communicating with employees? 
Harold D. Lasswell says the act of communicating can be 
divided into the following segments in his oft-quoted 
phrase: "Who says what in which channel to whom with what 
effect?"11 Scholars who study the "who," the communicator, 
look into the factors that initiate and guide the act of 
communication. This subdivision of the field of research 
is called "control analysis." Specialists who focus upon 
the "says what" engage in "content analysis". 12 
The context of the message often obscures the meaning. 
The words used often are not sufficiently understood by the 
recipient of the message. Or, if the words are understood, 
11 Harold D. Lasswell, "The Structure and Function of 
Communication in Society" 1n MaSs Communications, William 
Schramm (ed.), University of Illinois, Urbana, Ill., 1960, 
p. 117. 
12 ~. 
7 
it takes too long for the recipient of the message to grasp 
their meaning. He quickly turns to easier reading or lis-
tening material. He rarely takes the time to read difficult-
to-understand messages. Today, all communicators are involved 
in a severe competitive situation. Information streams 
forth from the television, newspaper, radio, magazine, em-
ployee publication, trade journal, church bulletin, and 
other media. The reader, or listener, is the target. Which 
communicator will hit the target bullseye and for what 
length of time? Will the employee sit down with a company 
publication in the evening for an hour or two of reading 
enjoyment, or will he favor his television set for possibly 
easier-to-grasp entertainment and information requiring 
less effort than physical reading? The dimension of tele-
vision as a competitor for the leisure time is a major 
factor in the communication area. On the evening of March 7, 
1955, one out of every two Americans was watching Mary Martin 
play •Peter Pan" before the television cameras. 13 Never 
before in history had a single person been seen and heard 
by so many others at the same time. The vast size of the 
audience was a phenomenon in itself as fantastic as any 
fairy tale. The age of television had arrived. Television 
lJ L. Bogart, "The Growth of Television", ~., p.95. 
8 
today is a firmly established feature of American life. 
It is present in four out of five American homes, and with-
in reception range of all but 3%. Because of the increase 
in population, there are actually more homes with tele-
vision sets today than there were homes with radios just 
before the beginning of World War II. This entire growth 
14 has taken place 1n less than a decade. Hence, the printed 
word has some serious competition not only within the 
realm of printed communication but also with media other 
than that which uses paper and ink. 
The importance management assigns to employee pub-
lications is reflected in the 1961 New York University 
Industrial Journalism Survey, conducted 1n cooperation 
with the American Association of Industrial Editors. 15 
The survey revealed a constant or upward trend in budget 
allotments for the employee publication. A total of 346 
editors reported a budget increase; 422 retained the same 
budget, and 148 editors reported a budget decrease. 16 
Hence, a total of 768 or 84% represented the same or an 
14 
15 
Dept. of 
16 
~.' p. 101. 
Unpublished manuscript by Prof. Hillier Kreighbaum, 
Journalism, New York University, 1961. 
lli.£..' p. 1. 
increase 1n the employee publ1cat1on budget, wh1le 148 
or 16% reported a decrease. 
The t1mel1ness of th1s study 1s reflected 1n the 
statement by Con Gebbie, president of The Gebbie Press, 
New York: 
After another intensive survey of employee 
publications the field is 1n ~11 bloom having 
risen from humble beginn1ngs to a position 
among the most powerful of all devices which 
business uses to influence sales, public re-
lations or company attitudes. Today employee 
publication circulations combined have reached 
160,000,000--2t t1mes the per 1ssue c1rcula-
t1on of dally newspapers. 17 
M111tary emphasis was placed on the importance of such a 
publ1cat1on when 1n December, 1961, the d1str1but1on of 
THE AIRMAN magazine was 1ncreased by 55,000 copies "to 
give THE AIRMAN widest possible exposure throughout the 
A1r Force."18 
The importance of th1s study 1s reflected 1n three 
dist1nct areas: 1) importance of communicating w1th 
the employee; 2) how to more effectively communicate 
9 
17 ICIE Reporter (International Council of Industrial 
Editors), Vol. 14, No. 6, Feb., 1962, p. 10. 
18 USAf Information Program Sylletin, Office of the 
Secretary of the A1r Force, Vol. VIII, No. 26, Washington, 
D.C., Dec. 26, 1961. 
---·----=== 
10 
with employees through the medium of the employee publi-
cation; 3) methods to evaluate the contents of the 
employee publication. 
Chap. 2 
The Role of the Employee Publication 
Definitions of what an employee publication does 
and its role in the management-employee relationship are 
as varied as different type styles. However, there is a 
strong thread of similarity among all the definitions. 
This similarity is based on effective communication with 
employees with a resulting influence on morale. It is 
recognized that morale and communication have long repre-
sented challenging problems, both in private enterprise 
and in the public service notes William E. Crosby in his 
thesis Morale and Internal Communications. 19 Certain of 
the factors which affect the morale or communications in 
a government office may be controlled by management while 
20 
other factors are not subject to direct agency control. 
Throughout his study emphasis is placed on internal com-
munication in relation to morale. Though a really close 
correlation between morale and communications was not 
established by the Crosby research, the formal and in-
formal communication process was found to be of signifi-
cance to the morale of the individual. 21 
19 
20 
21 
Crosby, Q2. ~., p. 5. 
Ibid., p. 7. 
l.bJ:S. 
Other roles, 1nclud1ng the morale factor, the em-
ployee publ1cat1on fulfills are further illustrated by 
add1t1onal search of the literature 1n this field. 
12 
Such publications have a four fold purpose: first as the 
company's mouthp1ece--1t explains and interprets company 
pol1c1es simply, fully, reasonably creating a desire to 
cooperate •••• second, 1t builds morale by 1ncreas1ng the 
employees• pride 1n the concern for which they work. 
It welds diverse employee groups 1nto one large family 
focusing attention on common alms and purposes. By 
human1z1ng the employer 1t creates better feeling between 
officers and employees •••• fourth, 1t encourages per-
sonal amb1t1on by recognizing and publlciz1ng promotions 
and good performances. 22 
Employees are liable to forget many advantages, 
pr1v1leges, and extra compensations the company provides 
to eff1c1ent workers. The employee publication can keep 
readers constantly reminded of these. Wives of employees 
are also reached. Few men can remain loyal 1f their 
wives mis-understand and crit1c1ze their employers. The 
22 
cation. 
Garth Bentley, How To Ed1t An Employ~~ Publl-
Harper Bros., New York, 1944, p. J. 
publ1cation also can remind workers frequently of the 
rewards for faithful service. 2.3 
"L1ke a great many other industrial relations ac-
tivities, employee publications will pay their way and 
return the cost a hundredfold or more, even though the 
1.3 
return is indirect and not possible to measure," accord-
ing to Paul F. Biklen and Robert D. Breth in their book 
Successful Employee Publication. 24 Any management that 
holds the conviction that the employee publication is a 
vital means of implementing the industrial relations pro-
gram and translates that conviction 1nto intelligent 
publishing will experience real success. 25 The employee 
publication is not just another necessary activity to be 
tolerated. It should be on the top of the list of man-
agement•s tools for implementing strong, farsighted, solid 
employee relations. 26 The employee publication is the 
23 ~., pp. 30-31. 
24 Faul F. Biklen and Robert D. Breth, successful 
Employee Publication, McGraw-Hill, New York, 1945, p. 6. 
25 
26 
~-
~ •• p. 1. 
14 
votce and personal1ty of the 1nst1tut1on expressed through 
the pr1nted word.27 
In How To Ed1t An Employee Publ1cat1on, Garth Bentley 
establ1shes the follow1ng objecttves for the publ1cat1on: 
1) tncrease company prest1ge among employees; 2) pro-
mote loyalty, grat1tude, morale; J) 1ncrease production 
or sales; 4) improve cooperatton of workers w1th man-
agement; 5) build mutual conf1dence; 6) educate em-
ployees about company rules, products; 7) 1nsp1re 
1nd1v1dual amb1t1on and des1re for self-1mprovement; 8) 
promote health and safety. 28 
The New England Telephone and Telegraph Company, 
wh1ch publ1shes seven d1fferent employee publicat1ons for 
its var1ous State area and spec1al employee categories, 
11sts the followtng functions of employee publications.: 
1) to 1nform employees of the news of the business; 2) 
to tnterpret company and system pol1cies; J) to recog-
ntze jobs well done; 4) to bu1ld morale; 5) to help 
27 Robert E. Ramsay, Effect1ye House Organs, 
Appleton and Co., New York, 1920, p. 6. 
28 Garth Bentley, ~. ~., p. 15. 
15 
train employees; 6) to improve efficiency and to help 
combat waste, tardiness, absenteeism, and excessive turn-
over; 7) to promote safety and other special projects; 
8) to create pride 1n and satisfaction with the organi-
zation; 9) to build confidence Ln management; 10) to 
l1nk home and job. 29 
Since the morale factor 1s vitally involved 1n the 
role of the employee publication, 1t may be well to de-
fine it in the terms of the Crosby study of Morale and 
!nternal Communications: 
Morale 1s regarded as the emotional attitude 
of the 1nd1v1dual toward h1s job, the agency, 
management and h1s fellow workers. High mor-
ale 1s considered as being pre-requ1s1te for 
the development of enthusiasm, cooperative 
teamwork, pride 1n accomplishment, and the real 
desire to help achieve the objectives which justify the existence of the organization. JO 
The morale element again 1s mentioned by Bernard 
Smith in Industrial E41t+ns by associating the upsurge of 
29 Personal 1nterv1ew with Mrs. Alice M. Lavin, edt-
tor, Top1ps, New England Telephone and Telegraph Company, 
Boston, Mass., April 24, 1962. 
30 Crosby, ~. ~., p. 15. 
16 
such publications with World War II.31 In the United 
States the war itself provided a great impetus to em-
ployee publications. They proved their worth in boosting 
morale and productivity. Industry was given official 
encouragement to use them. Since the war they have proved 
adaptable to peacetime uses.32 
31 Bernard Smith, Industrial Ed,it1ng, I. Pitman 
and son, London, 1961, p. J. 
Chap. J 
Internal Information Program 
The United States Air Force Internal Information 
Program is today a vital part of the total information 
effort. The citizen 1n uniform is as much a part of the 
public as his mother and father at home. The primary 
difference is he is considered to be in the internal 
public--while his parents are members of the external 
public. Both, however, are considerations ln the over-
all Information Polley of the Air Force. This study 
concentrates attention on a phase of the Internal Infor-
matlon program. 
The broad purpose of an organization's Internal 
Information program ls to increase the effectiveness of 
its members both as producers within the organization 
and as representatives among the public.JJ Social solen-
tists in general agree that internal, or "employee" 
information, ls fundamentally an element of the insti-
tution's relationship with all of its public. In 1955, 
the Public Opinion Surveys, Inc., of Princeton, New 
JJ Information Policies and Procedures, Alr Force 
Manual 190-4, Department of the Air Force, u.s. Govern-
ment Printing Office, June, 1960, p. 12. 
18 
Jersey, surveyed the attitudes of civilians toward the 
military service as a career. The study showed that the 
civilian public bases its attitudes toward the military 
service more on reports from people who are or have been 
in the service than an any other source of information •••• 
The importance of an effective public relations program 
designed to foster, among those in the service, favorable 
attitudes toward the military service is indicated. Thus, 
the basic elements of public relations must be applied to 
the internal information field • .34 
At a meeting held at Eglin Air Force Base, Florida, 
in August. 195.3, interest was centered on reorganization 
of the United States Air Force public relations efforts. 
The meeting was conducted by MaJor General Sory Smith, 
Director of Public Information, and attended by senior 
Air Force field command information officers as well as 
other experienced and capable information officers. 
This group unequivocally endorsed a reorganization of the 
Air Force public relations program. The maJor move called 
for a change of title--back to Information Services-- and 
the inclusion of Internal Information as an integral runc-
tion of the new program. Up to this t1me the Internal 
.34 ~-
;: 
19 
Information activities within the Air Force had been com-
bined with education programs and little or no direction 
given to them. They were haphazard and inconsistent with 
no top echelon staff agency to monitor or guide the pro-
gram. The result of this meeting, with prior and subse-
quent suggestions, was the formation of a guideline for 
the Air Force information efforts of today.35 
The Office of Information Services, on the special 
staff of the Secretary of the Air Force, accepted as its 
main objective "to earn and maintain the respect and con-
fidence of the American people by creating within the Air 
Force a continuing sense of responsibility for the security 
of the nation and the accounting of stewardship of men, 
money and material ... 36 To fulfill this responsibility 
four divisions were established and major importance 
given to the Internal Information program. 
The present Air Force 1nter.nal information program 
35 How to Ingrease PubliQ Relations Understand1ni 
for USAF officers, by Major Arthur McConnell, Jr. (un-
published special study), Air Command and Staff College, 
1957, p. 2. 
36 I.b.l4·' p. 3. 
-·---
20 
was formally authorized in November, 1953, by the Office 
of the Chief of Staff. The Vice Chief of Staff sent let-
ters to all commands outl1n1ng the fUnctions of the Office 
of Information at every level of command and establishing 
position requirements and a manning standard for every 
level.J7 At the Base and W1ng level, where the internal 
information program actually is implemented, the inter-
nal information officer changed from a position under 
the personnel officer to a place on the commander's 
personal staff. The functions of internal information, 
public information, community relations and historical 
reporting were combined 1n one office. The information 
office became a reservoir of specialized talent in 
commun1cat1ons, as well as a better source of current 
1nformat1on and background material for the commander 
and h1s staff. 
The following objectives of the A1r Force Inter-
nal Information program have remained basically the 
same since World War II, and are intended to contribute 
37 Major General Arno H. Luehman, "The Air Force 
Internal Information Program•, 1n A1r Force Information 
Polley Letter, No. 102, Department of the Air Force, 
March, 1962, p. 16. 
:: 
to the effectiveness of the Air Force as an tnstru-
ment of national policy: 1) to instill in each Air 
Force member a sense of personal dedication to country 
and duty necessary for him to be a determined member 
of the fighting force in wartime, and efficient in his 
job at all times; 2) develop a devotion to career 
service in the Air Force; J) provide each member with 
the background necessary to make him an effective re-
presentative of the Air Force in the civilian community; 
4) develop in each member an awareness of his respon-
slbility as a representative of the United States in 
the foreign community when on oversea ass1gnment. 38 
To achieve these objectives, the internal 1nfor-
matlon program endeavors to provide each Air Force 
member with the following: 1) a greater awareness of 
his responsibilities and contributions to the Air Force 
and to the Nation; 2) an appreciation of the value and 
dignity of the individual and the importance the Air 
Force attaches to individuals; and an appreciation of 
the importance of his tasks and of each member's contr1-
button to the national defense, includtng the need for 
38 Ibid., p. 17. 
21 
serving overseas and maintaining harmonious relations 
with the peoples of other nations; J) a more complete 
understanding of the facts and principles upon which 
22 
is founded his adherence to the American form of gov-
ernment and to the precepts set forth in its Declaration 
of Independence, Constitution, and laws; 4) an under-
standing of international communism, its meaning, aims, 
techniques, and basic conflict with the Free World's 
concept of the inherent worth of the human being; 5) 
a thorough understanding of the roles and missions of 
the Air Force and of the official Air Force position 
on key questions of doctrine and policy, together with 
an appreciation of the missions of each of the Armed 
Forces and the relationships among the Services.J9 
Morale, or attitude, is recognized as a key ele-
ment 1n personnel effectiveness. 40 Internal Information 
programs seek to modify attitudes or instill desired 
attitudes. Basically, desired attitudes are achieved 
through the elements of information, persuasion, and 
human adJustment. These elements form the basis on 
39 
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Air Force Manual 190-4, .sm,. ill_., p. 12. 
which the Internal Information program rests.41 They 
are closely related. The relationship between human 
adJustment and information is explained by the belief 
public relations consists of doing good and getting 
credit for it. OUtstanding Air Force achievements are 
not enough to w1n the prideful service of its members; 
they must be informed of these achievements and the 
significance thereof; they are made to feel they indi-
vidually had a part in the achievements. Further, 
members of the Alr Force must be made aware of all 
actions taken by the Air Force, or thelr respective 
unlts that would accrue in any way to thelr personal 
benefit or advantage. 42 
2.3 
Formal instruments used to implement the Internal 
Information program 1nclude: 1) Base newspapers; 2) 
THE AIRMAN magazine; J) Commander's Call; 4) pamphlets; 
5) posters; 6) fact sheets; 7) Information Centers; 
8) Dally News Digests; 9) bulletin boards; 10) maga-
zine reprints; 11) Armed Forces Materials; 12) 
41 ~. 
42 lJU,.Q.. 
Fore1gn Pol1cy Br1efs; 13) AIR RESERVIST magaz1ne; 
14) USAF Informat1on Pol1cy Letter for Commanders. 
Supplemental programs also are 1ncluded 1n the 
Internal Informat1on program 1nclud1ng such local~level 
undertak1ngs as: 1) w1ves' or1entat1on and 1nforma-
t1on; 2) br1ef1ng new arr1vals; 3) open house act1-
v1t1es. 
The Internal Informat1on program 1s des1gned for 
an aud1ence of f1rst pr1or1ty cons1st1ng of 832,400 
act1ve duty m111tary personnel. Others 1n the 1nternal 
aud1ence are 345,800 c1v111an employees; 1,515,000 de-
pendents; 573,000 members of the A1r Force Reserve and 
A1r Nat1onal Guard; 61,250 ret1red personnel, and 
71,724 members of the off1c1al aux111ary to the A1r 
Force, the C1v11 A1r Patrol. The 1nternal aud1ence 
totals approx1mately 3,4ooo,ooo persons; the actual 
f1gures vary due to the fluctuat1ng rate of enl1st-
ments, d1scharges, deaths and ret1rements. 43 
Noth1ng 1s more 1mportant 1n the present 1deolo-
g1cal war than to know what we are for rather than just 
43 Luehman, ~· w_., p. 18. 
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what we are aga1nst. By educat1ng Air Force personnel 
1n the history and meaning of American beliefs, the 
Internal Information officer has an opportunity and a 
responsibility to benefit not only the Air Force but 
the country's most important national objectives.44 
The follow1ng policies govern the operation of the 
Internal Information program: 1) quality rather than 
quantity is emphasized; 2) 1nformation is presented 
in such a way as to make the individual want to receive 
it. Emphasis is placed upon media that permit the 
individual to receive the information at a time conven-
ient to him; J) materials used 1n the Internal Infor-
mation program contribute toward achiev1ng specific 
Internal Information objectives. This policy is not 
intended to establish absolute controls; rather controls 
are general to permit a reasonable latitude of imple-
mentation; 4) professional public relations advice 
and periodic field surveys are employed to determ1ne 
the effectiveness of the program and the audience's 
information needs and desires; 5) maximum ingenuity 
44 Air Force Manual 190-4, ~· ~., p. 13. 
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in presenting materials in attractive and effective 
form is encouraged. Experimenting with techniques, 
as long as it is controlled and carefully monitored 
by major Air Commands, also is desired; 6) all avail-
able media is used to disseminate information; the 
26 
Base newspaper is the backbone of the program; 7) 
specific Internal Information programs are thoroughly 
coordinated with other Air Force programs sharing 
common objectives; 8) materials are made available in 
sufficient quantity and at convenient locations to in-
sure complete and timely distribution; 9) organiza-
tionally and operationally, the Internal Information 
program is of direct concern to the immediate commander; 
10) the most talented individuals available are used 
to implement the Internal Information program; 11) 
specific objectives and materials relating to their 
accomplishment are periodically emphasized by Air 
Force Headquarters and major Air Commands; 12) with-
in the framework of the over-all program, the principles 
of decentralized control are used to t~ke full advan-
tage of the initiative of individuals concerned with 
implementing the Internal Information program at all 
--·----. . 
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echelons; 13) program elements seek to emphas1ze world 
and nat1onal act1v1t1es of d1rect 1nterest and appl1-
cat1on to the A1r Force as an off1c1al segment of the 
Un1ted States government. 45 
45 4 ~., p. 1 • 
----------=-=---====:::.=·-======= 
Chap. 4 
THE AIRMAN Magazine 
THE AIRMAN magazine, an official journal of the 
United States Air Force, is a monthly employee publi-
cation for all personnel in the United States Air 
Force. It is distributed free on the ratio of one 
copy per ten personne1. 46 Obta1ning and reading the 
magazine is voluntary. It is available at various 
locations on an Air Force installation including lib-
raries, hospitals, and service clubs, and barber shops. 
Distribution also is routed through offices and flight-
line work areas. Information Officers coordinate with 
the Publication Distribution Officer to expedite the 
distribution of the magazine. Information Officers 
take a direct interest in the distribution of the mag-
azine to maximize its reading by personne1. 47 Readers 
of the magazine are requested to pass the copy on to 
permit others to read the same copy. 
46 Henry J. Toso, Dispersal Ratios of THE AIRMAN 
Magazine, (MS thesis), Boston University, 1960, p. 4. 
47 USAF Information Program Bulletin, Vol. VIII, 
No. 26, Secretary of the Air Force, Washington, D.C., 
December 26, 1961, p. J. 
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THE AIRMAN is one of many internal media avail-
able to the Information Officer to establish an effective 
Internal Information program. In addition to providing 
the Secretary of the Air Force, the Chief of Staff, 
USAF, and the Air Staff a medium through which they 
can speak with a consistent voice on air power, this 
48 
magazine presents general data for all personnel. 
It is a medium for the exchange of ideas and 1nfor-
mation among Air Force personnel. Readers are encour-
aged to submit articles, short subJects, photographs, 
and art work. All contributions are given consideration; 
suggestions and criticisms are welcome from the read-
ers.49 
The aim of THE AIRMAN is to support the mission 
of the Air Force by regularly bringing to its readers 
information which will be valuable and interesting·to 
them as Airmen in the United States Air Force or as 
civilian employees of the Air Force.5° 
48 Air Force Manual 190-4, ~. ~., p. 20. 
49 4 THE AIRMAN, Vol. VI, no. ., Department of the 
Air Force, Superintendent of Documents, Government 
Printing Office, Washington, D.C., April, 1962, p. 1. 
50 THE AIRMAN, Vol. 1, No. 1, Foreword, remarks 
by James H. Douglas, Secretary of the Air Force, Aug. 1957. 
====· .. _ -
JO 
In the first issue of THE AIRMAN, Thomas D. White, 
Chief of Staff, USAF, emphasized the two-way flow of 
information the magazine was to provide: 
Not only will THE AIRMAN help keep you in-
formed, but will also provide you with a 
means of informing us. I encourage you to 
use THE AIRMAN as a source of information 
and as a way to bring your ideas to our at-
tention. one of the best ways to gain 
knowledge necessary to succeed in the Air 
Force is through the free exchange of ideas 
and information. Before the jet-atomic-
missile age when our smaller Air Force oc-
cupied a few bases, this was a comparatively 
easy task. But now we are spread around the 
world. OUr equipment consists of some of 
the most highly technical items in existence. 
OUr weapons are even more efficient and ef-
fective. The task of keeping informed is 
more important today but more difficult. 51 
Also in the first issue of THE AIRMAN, James H. 
Douglas, Secretary of the Air Force, welcomed the new 
publication citing the far-flung bases and need for all 
personnel, regardless where stationed, to support the 
common mission of the Air Force in furtherance of the 
national objective to secure a just and lastLng peace. 
THE AIRMAN is designed to perform the important function 
=="= -
51 THE AIRMAN, Vol. 1, No. 1., Foreword, remarks 
by Thomas D. White, Chief of Staff, USAF, Aug., 1957. 
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of communicating to all Airmen the same message at the 
same time.52 
THE AIRMAN evolved through the years. Early in-
ternal media history included the publication of the 
Weekly Hews L9tter on September 21, 1918.53 This 
publication contained news of general interest on the 
activities of the Director of Military Aeronautics, 
lists of decorations, general information for flyers, 
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interesting flight experiences of pilots, releases from 
the War Department, and various other material of par-
ticular interest to the Air Service. 
Following World War I, little interest was shown 
in the Weekly News Letter until through the efforts of 
Lieutenant Colonel Horace M. Hickham, Chief of the 
Information Group, the Weekly News 1etter improved 
steadily.54 In 1919, it was the aim of the publication 
to cover all the current information for training 
James H. Douglas, .sm. • .Q.ll,. 52 
53 A Histor~ of Air Force PuQlic Relations (unpub-
lished), by Staff Reports Division, Office of Public 
Relations, Director of Information, Headquarters, 
Army Air Force, Washington, D.c., 1946, p. 4. 
54 Ibid., p • 7. 
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fields and other stations to have. Following the first 
emergency parachute jump by Lieutenant Harold R. Harris 
1n 1922, the Weekly NeWs Letter regularly devoted space 
to report the experiences of pilots forced to bail out. 
The Weekly Hews Letter became a sponsor of the 
Catiplllar Club, recording each forced jump and pub-
lishing the new member's experience.55 
In 1933, the Weekly News Letter was discontinued 
due to reduction in personnel and budgetary consid-
eratlons. It was resumed, however, in 1935 as a semi-
monthly publication. 56 The ~eklx News Letter contin-
ued as a semi-monthly typewritten, mimeographed publi-
cation until July, 1941. At this time it became a 
monthly publication titled, Air Force Hews Letter. 
It was reproduced by the varitype-multilith process. 
In September, 1942, the name was changed to Air Force, 
an official journal of the Army Air Force. The publi-
cation again was renamed in 1946 to AAF Review while 
Air Force continued as the journal of the Air Force 
55 ~., p. 7. 
56 Ibld. 
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Association, a private enterprise publication.57 The 
AAF Rev1ew was short-lived, however, and was discon-
tinued. THE AIRMAN magazine first appeared in August, 
1957. 
THE AIRMAN is a 48-page magazine printed by a 
commercial pr1nter under contract established by the 
Government Pr1nt1ng Office. It measures 10 7/8" by 
8 1/4". Most of the articles are prepared by THE 
33 
AIRMAN staff. However, the magazine often uses mater-
ial submitted from the field; and, from time to time, 
uses articles from government officials outside the Air 
Force. After an article is prepared, it is coordinated 
with the Air Staff and with the Office of the Secretary 
of Defense and any other government department necessary. 
Articles are planned to support Air Force information 
obJectives, and every effort is exerted to maintain the 
highest standards of quality as well as the reputation 
for authoritative information.58 
57 
58 
~., p. 8. 
Luehman, ~· ~., p. 20. 
Chap. 5 
Purpose of the Study 
Attent1on was d1rected to th1s study by the re-
sults recorded 1n the thes1s D1spersal R?t1os of 
THE AIRMAN Magaz1ne ln wh1ch 1t was reported that dur1ng 
the month of March, 1960, over 60% of the personnel 
kept THE AIRMAN magaz1ne 1n the1r possess1on from 
f1fteen to th1rty m1nutes.59 In h1s 1nterpretat1on 
of th1s fact, the researcher, Capta1n Henry J. Toso, 
USAF, concluded "to do just1ce to the magaz1ne, per-
sonnel should keep 1t at least an hour or longer. 
Th1s 1nd1cates that at present THE AIRMAN magaz1ne 
1s not rece1v1ng enough attent1on.n60 
The purpose of th1s study 1s to 1nvest1gate by 
r1gorous sc1ent1f1c methods the current content of 
' ' / 
THE AIRMAN magaz1ne for poss1ble data relat1ve to the 
small amount of t1me personnel spend read1ng the mag-
azlne. Var1ous cr1ter1a are establ1shed 1n th1s study 
to measure the content 1n relat1on to known or des1red 
59 
60 
Henry J. Toso, ~· ~., p. 120. 
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contents 1n employee publ1cat1ons as d1scussed 1n the 
Introductory Sect1on of th1s study. 
It 1s the purpose of th1s study to reveal content 
trends. However, the methods used are sc1ent1f1c and 
accurate and may be dupl1cated by others des1r1ng to 
analyze content of a wr1tten select1on. Nevertheless, 
any trends that are developed by th1s study actually 
w111 be the purpose beh1nd all the computat1ons. 
The pr1mary purpose of thls study 1s to deter-
m1ne 1f certa1n factors are present to warrant reader 
1nterest 1n THE AIRMAN for the major1ty of the per-
sonnel for whom it 1s 1ntended. An employee publ1ca-
t1on, 11ke any other type of wr1tten mater1al, must be 
of 1nterest to the reader for h1m to take t1me to read 
the commun1cat1on. The employee publ1cat1on has no 
more a capt1ve aud1ence than a newsstand magaz1ne. 
The f1nal judgement of the contents comes not from 
fellow craftsmen nor even from management, but from 
61 the real bosses--the readers. 
61 A.G. \-lynne Fleld, "'·Comment", 1n ICIE Reporting, 
Vol. 14, No. 6, Feb., 1962, p. 17. 
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A portion of this study is titled "Weight and 
Balance." It is a further investigation of the can-
tent to obtain an insight relative to the topics and 
personnel included in THE AIRMAN articles. 
This study has an indirect, secondary purpose 
other than incorporating evaluative techniques for 
analyzing publications. It has a dual purpose of 
providing interested writers with criteria for self-
evaluation as effective communicators. 
36 
The reading diet served the reader can be analyzed 
and should be analyzed periodically. This study is 
such an analysis. 
I, 
li 
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Chap. 6 
Definitions and Hypothesis 
Definitions 
Editorial Matter - All words used 1n THE AIRMAN 
Content Analysis - Dr. Francis Earle Barcus, stipulates 
in his study of content analysis that it is the 
scientific analysis of communication messages. 62 
He further states it must be rigorous and system-
atic.6J Bernard Berelson notes it is "a research 
technique for the objective, systematic and quan-
titative description of the manifest content of 
communication."64 
According to The Effects of Reading, a publi-
cation combines several distinguishable factors: 
the author's predispositions, the subjects dis-
cussed, the statements made, the simplicity or 
complexity of the idiom, the author's many 
62 Dr. Francis Earle Barcus, Communications 
Cgntent: Analysis of th§ Research 1900-1958 (A Con-
~ent Analysis of Content Analysi§), (unpublished 
thesis), University of Illinois, Urbana, 1959, p. 8. 
6J ~. 
64 Bernard Berelson, Cgntent An~lysis In Com-
munication Re~earch, The Free Press, Glencoe, Ill1no1s, 
1952, p. J8. 
i. 
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psychological traits and the author's intent. 65 
one method that can be used to describe the 
readers' reading habits is to identify the rele-
vant content in a publication by making appro-
priate analysis. 66 
For the purpose of this study the term is 
defined as a scientific investigation of the 
editorial and photographic matter presented in 
THE AIRMAN magazine. 
Readability - Is a professional quality built into 
everything that is written. Communicating with 
38 
employees in recent years has achieved a profes-
sional stature. The amateur communicator has too 
~equently proved to be less effective and even 
more costly than the man who knows his way around 
the communication corridors. 67 Nobody reads out 
65 "The Effects of Reading" by Douglass Waples, 
Bernard ~relson and Franklin R. Bradshaw in ~ 
Communications, Wilbur Schramm (ed.), University of 
Illinois Press, Urbana, 1960, p. 487. 
66 lli.2:,.' p. 490. 
67 Robert Newcomb and Marg Sammons, EmPloyee 
Communications In ActiQn, Harper Bros., New York, 
1961, p. 290. 
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of loyalty. People read for two reasons: 1) they 
read about people and things they know personally; 
2) they read because the writer is clever and inter-
esting enough to make them read.68 A professional 
writer understands how to get his product read, quickly 
and easily. 69 He avoids three pitfalls that usually 
surround the semi-professional and scribbler: 1) ig-
norance of the structure and uses and possibilities 
of his own language; 2) sheer carelessness 1n writing 
and self-editing; J) overconfidence apparent in his 
lofty disdain for a fastidious integrity in working 
with the tools of his trade.7° Readability is closely 
associated with the amount of time needed to read the 
material that is presented. "People do not have time 
today,• cautions Lawrence Ragan writing 1n the ~ 
(International Council of Industrial Editors) 
68 Don Erickson, •Grab Your Reader's M1nd", 
in Editor's Notebook, (American Association of Indus-
trial Editors), Vol. 24, No. 1, p. 5. 
69 John Earl Davis, "Three Pitfalls For Writers", 
~ (International Council of Industrial Editors) 
RepQrt1ng, Vol. 14, No. 7, March, 1962, p. J. 
70 Ibid. 
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Reporttpg.71 Readers are in a hurry. Do not 
make material difficult. Readers will skip dif-
ficult reading matter.72 Readability, according 
to Professor Albert J. Sullivan of the School of 
Public Relations and Communications, Boston Uni-
versity, is the quality in writing that helps 
your reader get the message quickly. 73 He also 
emphasizes, however, the necessity to incorpor-
ate a sense of personality--human interest--into 
the readability consideration. 
Dr. Rudolf Flesch, noted author of several 
texts concerning readability defines this quality 
of written material as 
the ease of reading plus interest. 
They (the readers) want to make as 
little effort as possible while they 
are reading, and they also want some-
thing "built in" that will automati-
cally carry them forward like an 
escalator. 74 
71 Lawrence Ragan, "As It Seems To Me", ~ 
Reporting, Vol. 14, No. 7, March, 1962, p. 19. 
for 
and 
72 ~. 
73 Prof. Albert J. Sullivan, lectures, "Writing 
Planned Readership", School of Public Relations 
Communications, Boston University, 1962. 
74 Rudolf Flesch, The Art of Rea4able Wr1t1ng, 
Harper & Bros., New York, 1949, p. 145. 
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Readability in this study is defined as 
writing qualities which permit readers to read 
material quickly. For the purpose of this study, 
the "interest" factor referred to in the defin-
ition by Flesch will be treated separately as one 
of the qualities that makes readability possible. 
Weight and Salance - The amount of space in the publi-
cation devoted to various categories of editorial 
or photographic.material. 
Airman- A member~ the United States Air Force below 
the rank of Warrant Officer. 
Officer - A member of the United States Air Force above 
and including the rank of Warrant Officer. 
Hypothesis 
The hypothesis for this study is two-fold: 1) 
that the contents of THE AIRMAN magazine meet the 
readability criteria; 2) that the contents of THE 
AIRMAN magazine are properly proportioned concerning 
the topics presented and the rank of personnel inclu-
ded in the editorial and photographic material. 
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Chap. 7 
Procedure 
To develop a current trend analysis within the 
most recent time perlod, 1t was necessary to analyze 
more than only the latest issue of THE AIRMAN maga-
zine. Thls was necessary due to content changes wh1ch 
may have occurred while some staff members were on 
leave or on temporary duty elsewhere. Hence, the slx 
most recent 1ssues are included in thls study. The 
latest issue selected was determined by the due date 
for this study w1th suff1c1ent tlme allowed to 1nclude 
1t 1n the research techn1ques. Thls study 1ncludes 
the follow1ng lssues of THE AIRMAN magazine: November, 
1961; December, 1961; January, 1962; February, 1962; 
March, 1962; Apr11, 1962. 
All 1ssues of the magazine were furnished by 
THE AIRMAN edltorial off1ce, Room 2-206, Temp E, 4th 
and Adams Drive, s.w., Washlngton 25, D.C. They were 
all complete 1ssues. The content analysis has three 
major segments: 1) Readabllity, 2) Weight and Bal-
ance, and 3) Additional Conslderations. 
Readab111ty Segment: A stratified random sample 
==~======~==============================-'- ·-\. 
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was used to eliminate bias in the selection of pages 
for analysis. THE AIRMAN contains 48 pages. Slips 
of paper, each with a number, were placed in a bowl. 
Three slips for each page series were selected. The 
page series included: 1-10; 11-20; 21-JO; 31-40; 
41-48. Page series were used to include portions 
throughout each issue of THE AIRMAN. 
An additional stratified random sample method 
was used to determine the paragraph to be used on each 
page. Slips from J-6 were numbered and placed in a 
bowl. one slip was withdrawn to indicate the starting 
paragraph. The slip was number 5. No slip was placed 
in the bowl for paragraphs 1 or 2 because usually these 
are article introductory paragraphs. A later para-
graph was selected to afford a more accurate analysis 
of Readability. The stratified random sample method 
was used to avoid any bias operating in the choice of 
the samples used in the study. Having selected the 
pages and the paragraph to be used on each page, the 
next step was to count word blocks of 100 words each 
starting with the first word of the selected paragraph; 
paragraph 5. The study is not concerned with the 
4J 
==~==================================~~===~==~~~==~========= 
I 
: ~ 
'· H 
Readability of any one particular writer or any one 
particular article. Rather, it is concerned with the 
general Readability of the magazine content. 
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In the event no Paragraph 5 existed on the selec-
ted page, counting of paragraphs started on the origin-
ally selected page and continued until the fifth 
paragraph was reached. In the event a selected page 
had no major editorial content, only a photograph and 
a caption, it is so noted in the tabulation. In such 
a case, the total number of samples is less for that 
particular issue. Hence, samples per issue may vary 
between 14-15. A total of 87 Readability samples are 
included in this study representing a cumulative sample 
of 8,700 words. At the end of the analysis of the six 
issues, a deflnite trend had fully developed. The 
method used to obtain the Readability data is based 
on the Readability Formula of Professor Albert J. 
Sullivan, School of Public Relations and Communications, 
Boston University. The Readability Formula contains 
the following factors: 1) Conversational Language-
70% one-s¥llable words; 2) Short Sentences-an average 
of 17 words; J) Personal References- 10 per 100 words; 
4) Mechan1cal Means. The procedure used to measure 
these four cr1ter1a w111 be d1scussed fully 1n the 
analys1s sect1on that perta1ns to each of the cr1-
ter1a. 
Each of the Readab111ty Factors was tabulated 
separately for each sample of 100 words. A mean aver-
age was obta1ned for each of the issues studied. Also, 
a correlat1on percentage was calculated relative to 
how many samples met the criter1a requ1rements per 
1ssue. All samples of all the issues were combined 
to correlate w1th the prescr1bed Readab111ty cr1ter1a. 
We1ght ang. Balance Segment: To determ1ne the propor-
t1on of space devoted to certa1n top1cs, categor1es 
were establ1shed. The categor1es were establ1shed 
based on the role of the employee publ1cat1on and the 
Un1ted States A1r Force Internal Informat1on program 
d1scussed 1n the Introduct1on. They were as follows: 
1. orientat1on 
a. Travel and/or Duty 
b. Internat1onal 
c. Technology 
45 
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d. History 
2. Personal 
a. Job Performance 
b. Community Relations 
c. Hobby Interests 
d. Enlistment and/or Reenlistment 
e. Family and/or Wife Orientated 
.3. Education (Including Self-Improvement) 
4. Humor 
A total of 64 articles were categorized with the 
use of a coding system to facilitate tabulation. The 
code was based on the numbers and letters shown above 
1n the category listing. 
The article length was measured with a ruler to 
obtain the amount of space 1n each issue devoted to 
each of the topic areas. 
Categories also were established to determine the 
following information relative to Weight and Balance: 
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1) By-line identification of the writer of the article; 
2) Predominate rank content of the article; and .3) 
Rank content of photographs. 
Categories for writer by-line identification in-
cluded: "Officer," "Airman," "Civilian or No By-line." 
Categories for predominate rank content included: 
"Officer," "Airman," "C1vilian Employees," "No Predom-
inate Rank Content." 
A total of 164 photographs of personnel were 
categorized as follows: "Officer," "A1rman," "C1vil-
ian Employee." In the event a photograph 1ncluded more 
than one category of personnel, cred1t was given for the 
same photograph 1n two or more appropriate categor1es. 
Additional Considerat1ons Segment: Two addit1onal items 
were also included in the content analysis: 1) Identi-
flcation, by name, of personnel in the photograph 
captions; and 2) Proprlety. 
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Erratum: The singular f'orm of' criteria is 
criterion. This correction is necessary 
when only one analytical consideration is 
discussed in the research areas of' this 
study. 
Chap. 8 
Analys1s 
Segment I - Readab111ty 
Short Sentence§: Cr1ter1a - Mean average of 17 words 
or less per sentence w1th1n the sample. Techn1que -
Determlne the sentence 1n each sample end1ng nearest 
the 100-word mark of the sample un1t--for example, 
1t could be the 94th or the 105th word. Count the 
sentences up to that po1nt and d1v1de the number of 
words 1n those sentences by the number of sentences. 
In count1ng sentences, follow the un1ts of thought 
rather than the punctuat1on, t.e., complete thoughts 
are often marked off by colons or sem1-colons. Sen• 
tence thoughts jo1ned by conjunct1ons are not counted 
as separate un1ts. 
Four samples, 29%, 1n the November 1ssue met the 
cr1ter1a. The mean average for th1s 1ssue was 20 words 
per sentence (WPS). A h1gh of JJ WPS was recorded 
on page 16, and a low of 12 was recorded on page JJ. 
See Table I. Ten samples, 71%, exceeded the cr1ter1a. 
The December 1ssue had a mean average of 20 WPS. 
Four of the samples, 27%, met the cr1ter1a. The 
highest number of WPS was on page 16 with 30 WPS. The 
lowest WPS ·was on page 34: 11. Eleven samples, 73%, 
exceeded the criteria. 
In the January issue, the mean average was 21: 
3 samples, 20%, met the criteria. The highest number 
was on page 47: 29; lowest on page 46 with 14. Twelve 
of the samples, 80%, were over the 17 WPS criteria. 
The February issue had a mean average of 20 WPS. 
Highest WPS was on page 3 with 33. The lowest score 
was on page 21: 13. A total of 9, 64%, exceeded the 
criteria. 
The March issue had a mean average of 19 WPS. 
Highest number of WPS was 26 on pages 14 and 31. The 
lowest rate was on page 21 with 12. Nlne samples, 
64%, exceeded the criteria. 
The April issue 'N.PS mean average was 21; highest 
on page 14 with 31. The lowest rate was on page 21 
with 12. Twelve samples, 80%, exceeded the criteria. 
The cumulative calculation for the mean average 
of WPS for all issues analyzed was 20 WPS. However, / 
a total of 63 samples exceeded the criteria. These 
excesses represented 72% of the samples. See Table II. 
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In the February and March issues, 64% exceeded the 
criteria. This did not reflect a downward trend since 
the April issue exceeded the criteria by 80%; the same 
as 1n January. Twenty-eight per cent met the criteria 
for all the issues of THE AIRMAN. 
Although the cumulative mean average is 20 WPS, 
the frequency distribution table, Table III, shows 
50 
25 samples with 17 WPS or less and 62 samples with more 
than 17 WPS. 
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Table I 
Sentence Length 
Average Words Per Sentence 
Page number Nov Dec Jan Feb Mar Apr 
J 2J 21 17 JJ 15 24 
4 22 28 20 16 lJ 26 
8 14 21 21 22 21 14 
11 21 18 18 18 18 18 
14 16 17 27 22 26 Jl 
16 JJ JO 25 JO 17 22 
21 28 20 21 1J 12 12 
2J 28 lJ 21 16 24 19 
29 22 26 20 14 17 18 
Jl 20 15 21 18 26 22 
JJ 12 22 17 18 * 24 J4 21 11 22 21 20 17 
44 1.5 27 2J 19 16 18 
46 
* 18 14 14 20 21 47 18 19 29 * 2.5 2J 
Mean Ave rage 20 20 21 20 19 21 
* lnapproprlate study material, full-page photograph, etc. 
N = 87 
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Table II 
Sentenc~ l,ength Cr1ter1a Compar1son 
No. of No. Failed % Failed No. met % Met 
Samples Cr1ter1a Cr1ter1a Cr1ter1a Cr1ter1a 
Nov 14 10 71 4 29 
Dec 15 11 73 4 21 
Jan 15 12 80 3 20 
Feb 14 9 64 5 36 
; 
Mar:: 14 9 64 5 36 
Apr 15 12 80 3 20 
Total 87 63 24 
Mean Average 72 28 
==---== 
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Table III 
Average Words Pet Sentence 
D1str1but1on Table 
WPS Nov Dec Jan Feb Mar Apr 
11 1 
12 1 1 1 
13 1 1 1 
14 1 1 2 1 
15 1 1 1 
16 1 2 1 
17 1 2 2 1 25 
18 1 2 1 3 1 3 
19 1 1 1 
20 1 1 2 2 
21 2 2 4 1 1 1 
22 2 1 1 2 2 
23 1 1 1 
24 1 2 
25 1 1 
26 1 2 1 
27 1 1 
28 2 1 
29 1 
JO 1 1 
31 1 
32 
33 a 1 62 
Total 
87 
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Cgnyersational ranguage: Criteria - 70% one-syllable 
words. Technique - Within the 100-word sample, syllables 
were counted 1n each word in the same manner 1n which 
the word is pronounced. For example the word "pro-
nunciatian" has 5 syllables. Syllables 1n symbols 
and numbers were counted the way they are normally 
pronounced aloud. Military abbreviations such as 
MATS, USAF, AFB, were counted as one-syllable words. 
Names of states were counted as pronounced, even if 
abbreviated. When necessary, a dictionary was used 
to clarify the number of syllables. 
In the November issue, the mean average of the 
samples was 34% one-syllable words. See Table IV. 
None of the samples met the criteria. See Table V. 
In December the percentage was 40; no samples met 
the criteria. The mean average for the issue was 49%· 
in January. Seven per cent met the criteria. In 
February the per cent of one-syllable words was 37; 
no sample met the criteria. In March, one sample met 
the criteria. Total mean average was 42% one-syl-
lable words. No sample met the criteria in April. 
The mean average for April was 49%. 
----·- ·==== 
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Of the 87 samples analyzed, 2 met the criteria. 
Nlnety-elght per cent dld not meet the crlterla. The 
mean average for all samples was 42% one-syllable words. 
55 
' j 
Page 
3 
4 
8 
11 
14 
16 
21 
23 
29 
31 
33 
34 
44 
46 
47 
Mean 
Average 
Table IV 
Conversational 1anguage (?O%) 
(In Percentage} 
Nov Dec Jan Feb 
42 25 40 40 
34 38 63 50 
51 49 45 35 
44 41 47 40 
59 55 70 17 
33 47 51 53 
22 37 14 39 
8 45 50 50 
15 34 36 38 
30 58 62 27 
21 51 45 40 
50 34 45 50 
21 49 64 13 
* 27 53 22 49 6 47 * 
34 40 49 37 
* 
inappropriate study material, full-page 
56 
Mar Apr 
61 53 
46 48 
58 53 
46 43 
40 53 
70 51 
50 57 
6 44 
64 33 
29 25 
* 59 10 65 
35 59 
39 45 
30 46 
42 49 
photograph, etc. 
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Nov 
Dec 
Jan 
Feb 
Mar 
Apr 
Total 
Table V 
Conyersational Language 
Criteria Compar1son 
No. of No. Failed % Failed 
Samples Criteria Criteria 
14 
15 
15 
14 
14 
15 
87 
14 
15 
14 
14 
1.3 
15 
85 
100 
100 
9.3 
100 
9.3 
100 
Total Percentage Failed: 98 
Total Percentage Met Criteria: 2 
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No. Met % Met 
Criteria Criteria 
0 
0 
1 
0 
1 
0 
2 
0 
0 
7 
0 
7 
0 
Personal Referencee: Criteria - Within the 100-word 
sample, 10 or more personal references are desirable. 
Technique - Personal reference words bring a sense of 
personality into the article. There are three ways to 
introduce this personal feeling into a written commun-
ication and thereby increase the readability: 1) names 
and titles of people; 2) personal pronouns; 3) per-
sonal relationship words such as brother, mother, wife 
and uncle. 
In the November issue, 1 sample, 7%, met the cri-
teria with 11 personal references (PR). The mean 
average was 4. See Table VI. Thirteen samples, 93%, 
did not meet the criteria. See Table VII. 
The December issue had 4 samples meet the criteria 
representing 27%. These samples were on pages 16, 21, 
23, and 44. The mean average was 5. Eleven samples, 
73%, did not meet the criteria. 
In the January issue, 1 sample, 7%, met the cri-
58 
teria. 
was 5. 
This sample was on page 21. The mean average 
Fourteen samples, 93%, did not meet the criteria. 
In the February issue, three samples, 21%, met the 
criteria; pages 21, 23, and 34. The mean average was 7. 
Eleven samples, 79%, did not meet the criteria. 
For the March issue, 8 samples, 57%, met the cri-
teria; pages 3, 4, 10, 12, 16, 17 and 13. Pages ·21 
and 29 had 16 and 17 personal references in the sam-
ples, respectively. The mean average was 10. Forty-
three per cent of the samples did not meet the criteria. 
However, for the first an issue did meet the criteria 
with 57% of the samples having at least 10 personal 
references. 
In the April issue, 5 samples, 33%, met the cri-
teria; pages 11, 21, 23, 46 and 47. The mean average 
was 6. Page 23 had 16 personal references for the 
highest rate 1n this i.ssue. Pages 11 and 31 had no 
personal references for the lowest samples in the issue. 
All issues except March failed to meet the per-
sonal reference criteria. The mean average for all 
samples was 6. Seventy-five per cent of the samples 
failed to meet the criteria. 
===~==================·' --
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Page 
3 
4 
8 
11 
14 
16 
21 
23 
29 
31 
33 
34 
44 
46 
47 
Mean 
Average 
Table VI 
Personal References Per 5ample 
Nov Dec Jan Feb 
1 3 4 7 
1 0 6 1 
3 6 3 4 
1 3 2 4 
5 1 2 3 
5 10 4 9 
6 12 10 13 
5 12 3 14 
1 7 4 5 
1 0 8 7 
6 1 8 4 
4 4 0 14 
11 10 6 6 
* 0 8 6 6 5 3 * 
4 5 5 7 
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Mar Apr 
10 2 
13 11 
7 2 
9 0 
10 2 
12 7 
16 10 
1 16' 
17 5 
5 0 
* 
2 
3 3 
13 8 
8 12 
13 13 
10 6 
I· 
·J 
Table VII 
Personal Reference Cr1ter1a Comparlson 
Nov 
Dec 
Jan 
Feb 
Mar 
Apr 
Total 
No. of 
Samples 
14 
15 
15 
14 
14 
15 
87 
No. Fa1led % Fa1led 
Cr1ter1a Cr1ter1a 
13 93 
11 73 
14 93 
11 79 
6 43 
10 67 
65 
Total Percent Fa1led: 75 
Total Percent Met Cr1ter1a: 25 
No. Met 
Cr1ter1a 
1 
4 
1 
3 
8 
5 
22 
61 
%Met 
Cr1ter1a 
7 
27 
7 
21 
57 
33 
Mechanical Means: Mechanical means for readability are 
as important as the verbal components. There are 7 
mechanical means important to assure the reader will be 
able to read the material and will read it quickly. 
Criteria: The ideal line length is 40 characters. How-
ever this may vary depending upon size of type, spacing 
of lines, and length of the paragraphs. The figure of 
40 may be increased to 60 or even 70 characters. Size 
of the type should not be below 10 point. A type size 
that does not require squinting is easier to read and 
read quickly. Spacing between the lines is important 
to avoid the look of a massive piece of reading material 
which might discourage the reader. Two-points of 
spacing between 10-point lines is recommended in the 
Readability Formula by Professor A.J. Sullivan. Short 
paragraphs are another mechanical readability aid. 
Printed copy should not exceed over 10-12 lines in a 
paragraph. SUbheads are important to break up the col-
umns of type and allow white space to create a more airy 
feeling in the copy blocks. Visuals including artwork, 
photographs, charts and graphs relieve the eye of the 
constant blocks of editorial matter. Typographical 
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hard-to-reads should be avoided as cr1ter1a 7 1n the 
mechanical means to greater readability. Quantities of 
1tal1cs, script, and Old English type are usually hard 
to read 1n any great quantity. Technique: Each 1ssue of 
THE AIRMAN was analyzed according to the Mechanical 
Means cr1ter1a. W1th1n th1s area 1t 1s possible to 
generalize concerning the analysts of the issues s1nce 
they all have the same baste format. Length of the 11ne 
1s between 50-61 characters of type. S1ze of the type 
1s suff1c1ent for easy read1ng as well as the spacing 
between 11nes. Short paragraphs of 10-12 11nes are con-
sistently used throughout the publ1cat1on. Subheads 
are used sporat1cally. They do not set off the copy as 
v1v1dly as possible due to the1r 11ght 1nk color. Visuals 
are used 1n great quantity but they are not integrated 
w1th the copy blocks. Each 1s separate and d1stlnct; 
here 1s the copy block, there 1s the photograph. There 
1s no deslgn "oneness" concerning v1suals and the edl-
tor1al matter. Typograph1cal hard-to-reads were 
avoided ln all the issues analyzed. 
i; 
Segment II - Weight and Balance 
Although there is no established criteria, this 
portion of the content analysis of THE AIRMAN magazine 
provides investigation of the content to determine the 
weight and the proportion of balance in the content. 
To recognize the need for editorial equilibrium 
64 
is one thing; to maintain such equilibrium is another.75 
Some among industry''s Fourth Estate are ex-
perienced enough and alert enough to sense 
intuitively the balance or unbalance exist-
ing 1n a publication, without reference to 
a scoreboard. But most editors who assid-
uously strive to carry out a well balanced 
plan have found it necessary to adopt some 
means of recording exactly what should be 
printed, the percentage of 1t in relation-
ship to other material ••• before any chart 
or check list can be instituted there must 
exist a balance sheet showing the proportions 
of copy that are to be used 1n the publica-
tion under discussion. No hypothetical 
balance sheet will hold true for all employee 
publications, the periodicals are inherently 
too different. 76 
Industry recognizes the problem is to combine com-
pany promotional values with maximum reader interest. 
75 Biklen and Breth, op. cit., p. 51. 
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Interestingly enough, the dividing line between what 
employees want and what the company wants is not a 
65 
sharp one.77 Any employee publication with a heavy pre-
ponderance of photographs of the •top brass• is not likely 
to be regarded with much favor by the rank and file. 78 
An alternate light and heavy touch to the employee 
magazine so as to maintain interest from the first 
pages to the last is important. Offering only the 
hardware of facts throughout, giving no play to the 
imagination, will result in the making of a catalogue 
for occasional reference.79 
Technique: Various categories were established 
as outlined in the Procedure section of this study. 
Each will be analyzed in this segment of the content 
analysis. 
Top1c Space(Llneagel: The greatest amount of space--
exclusive of photographs--pertained to •orientation" 
including the sub-div1s1ons •Travel and/or Duty,• •rn-
ter.nat1onal," "Technology,• and "History.• This 
77 
78 
79 
Bentley, ~· ~., p. 15. 
Bernard Sm1th, ~. ill,.., p. 26. 
Ramsay, .s&· ,ill.. , p. 79. 
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category had almost f1ve times as much space than the 
next one which was •Personal." See Table VIII. The 
•Personal" section had the following sub-d1v1s1ons: 
"Job Performance," "Community Relations," "Hobbles,• 
"Enlistment/Re-enlistment," "Family and Wife Orlan-
tated." 
66 
The "0r1entat1on" category contained 1,952 inches; 
the "Personal" category, 424 inches. "Education (in-
cluding self-improvement)" had 108 inches or 4% of the 
total space. This was followed by the "Humor" category 
w1th 41 inches in the six issues; 2% of the total space. 
The analysis of each article in each issue is included 
in Appendix A. 
Writer Identification: Sixty-four articles were in-
eluded in the study. However, one article, "Bring 'Em 
Back Alive,• in the December issue had a double by-line. 
This brought the total to 65 samples in this category 
of analysis. In the sample of 65, officer by-lines 
appeared 23 times; representing 35%. Airman by-lines 
appeared 16 times for 25%. See Table IX. The balance 
was either civilian by-lines or no by-line identification 
of the writer. The November issue had the largest 
variance between "Officer" and "Airman• by-line 
rate. This was a special issue dedicated to the Army. 
"Officer" by-lines were 8; •Airman" by-lines totaled 1. 
All "Airman" by-lines, with the exception of 2, 
were of higher rank Airmen 1n the Non-Commissioned 
Officer grades. The two lower grade Airmen by-lines 
appeared in the issues of February, page 48, and March, 
page JO. 
=======--· 
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Table VIII 
TOPic Space (Lineage) 
Category Nov Dec Jan Feb Mar Apr Total % 
I. Orientation (1952) (76) 
a Travel and/or Duty 226 39 48 204 176 87 780 31 
b International 0 0 15g 96 0 2dg 129 5 c Technology 182 184 0 727 29 
d History 19 54 179 .· 64 0 0 316 13 
II. Personal (424) (18) 
a Job Performance 0 49 0 63 51 11 174 7 
b Community Relations 0 49 0 0 21 12 82 3 
c Hobbles 0 0 0 0 9 0 9 0.4 
II d Enlistment/ li Reenlistment 0 0 0 27 0 0 27 1 
II e Family and W1fe Oriented 0 0 0 10 122 0 132 5 I· 
!I III. Education (Including 25 33 0 0 50 108 4 IJ Self Improvement) 0 ii j; Humor 0 4 10 4 0 20 41 2 d IV. 
I' 
II 
II 
Total 2525 100 
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Table IX 
Writer Ident1t'1cat1on (By-Line) 
Rank Nov Dec Jan Feb Mar Apr Total % 
i ~ 
i! Off1cer 8 6 2 2 1 4 23 35 
A1rman 1 5 2 2 4 2 16 25 
C1v111an or 
No By-11ne 3 3 5 5 5 5 26 40 
Total 12 14* 9 9 10 11 65 100 
* Double by-11ne on art1cle, "Bring 'Em Back Alive,• 
Dec. 1961, p. 35. 
ii q 
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Predominant Article aank Content: Sixty-ntne percent 
of the articles analyzed had no rank predominating the 
article. Of the 64 articles, 44 were in this category. 
See Table X. However, in the articles that had rank 
predominating, officers were represented more often. 
Thirteen of the articles, 20%, made predominant refer-
ence to officer personnel. Airmen predominantly 
represented in 7, 11%. Officer personnel predominated 
in almost twice as many articles than Airmen personnel. 
Civilian employees were not represented predominantly 
in any of the 64 articles. Military personnel was 
listed first to simplify tabulation. The "Airman" 
category also lncluded enlisted personnel from other 
branches of the military services with equivalent rank. 
Rank Content of Photographs: The personnel content of 
164 photographs was analyzed according to rank: "0ff1-
cer," "Airman,• and "Civilian Employee." When two 
persons of different rank were in the same photograph 
credit was given ln each rank category; total number 
of personnel considered was 179. Again, military per-
sonnel was listed first to simplify tabulation. The 
70 
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"Airman• category also included enlisted personnel from 
other branches of the military services with equiva-
lent rank. 
Airmen were represented more than officers or 
civilians in the photographic analysis. Airmen repre-
sented 66% of the analysis. Officers were represented 
in 31% of the photographs, and civilian employees in 
71 
J%. Civilian employees were represented in 4 photo-
graphs in the 6 issues. Officers were in 56 photographs; 
Airman 1n 119. See Table XI. 
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Table X 
Predom1nant Art1cle fiank Content 
Rank Nov Dec Jan Feb Mar Apr Total 
Off leer 1 3 1 2 3 3 13 20 
A1rman 0 2 1 2 2 0 7 11 
C1v111an 
Employee 0 0 0 0 0 0 0 0 
No Predom-
1nant Rank 11 8 7 5 5 8 44 69 
Total 12 13 9 9 10 11 64 100 
li 
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Table XI 
;· 
fhotograph Rank Cgntent 
Rank Nov Dec Jan Feb Mar Apr Total 
Officer 10 5 6 13 14 8 56 31 
Airman 44 18 8 17 17 15 119 66 
Civilian 
Employee 1 0 0 1 1 1 4 3 
Total 179 100 
N = 179 
II 
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Segment III -- Additional Considerations 
Photograph Caption Identification By Name: Of the 
164 photographs containing personnel, 80, or 48%, iden-
tified the personnel by name. See Table XI. Eighty-
four, or 52%, did not identify the personnel by name. 
When no name identification was made, generalized phrases 
such as the following were used: •New arrival in Berlin 
views the wall built by Communists ••• • "An Air Force 
family goes window shopping ••• " "An airman's calm, 
coordinated hands ••• " "Over the Air Force shoulder •• ·"·· 
"Spare parts and equipment are crated at the St. Louis 
base ••• " •This aluminized fuel handler's safety suit 
is airtight ••• " 
Propriety: Twenty-two discrepancies of military custom 
or related areas were noted in the content analysis. 
Each of the discrepancies is noted in Appendix B by 
date of issue and page number. Greatest frequency of 
military discrepancies was 1n the category "Photographs 
of Improper Uni~orm.• This category had 11, or 50%, 
of the total number listed. Another high frequency 
75 
area was Ln the category "Improper Reference to Military 
Personnel." 
The magazine cover for the December issue fea-
tured aircraft firing weapons earthward. The Christmas 
motif for the issue was on the back and inside front 
cover. The cover cutl1ne was "Beware The Pup--Page 10.• 
"The Pup" was a new weapon. 
Nov 
Yes 10 
No 37 
Total 
i' 
II 
Table XII 
Photograph Ident1f1cat1on 
By Name In Capt1on 
Dec Jan Feb Mar Apr Total 
16 
8 
6 
8 
17 
13 
27 
2 
4 
16 
80 
84 
164 
% 
48 
52 
100 
76 
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Chap. 9 
Fl.ndings 
THE AIRMAN has an important role to perform in 
the Internal Information program of the United States 
Air Force. This important role is discussed in the 
Introductory section where it also is compared to sim-
ilar industrial publications. Nothing discussed in this 
or the following portion of this study should be mis-
construed as minimizing the important function of THE 
AIRMAN in this "Information Age." One of the best 
internal defenses against the Communist battle for the 
minds of men is a strong cohesiveness among all people 
opposed to such an ideology; military personnel included. 
THE AIRMAN supplies the vehicle to increase this co-
hesive factor among Air Force personnel stationed at 
far-flung air bases and at decentralized radar and 
missile sites. The cohesive factor offered through 
THE AIRMAN is a deterrent against Communism's Three 
D's: Doubt, Division, and Defeat. The remainder of 
this study is dedicated to increasing the effectiveness 
of THE AIRM.AN • 
.: 
\' 
Qn Readability: Readability Formulas do not guarantee 
the success of any writer. The Readability Formula 
is no panacea in itself. However, the Formula can help 
writers overcome certain structural difficulties. It 
is a measurement tool. It is a measurement tool to 
help eliminate guessing if material will be clear to 
the reader; if he can read and understand the material 
quickly. No formula ever will replace ingenuity. An 
interest1ng subject that will be of interest to the 
most readers still is a very important ingredient. 
Also, there are many more qualities for effective wri-
ting other than those in the Readability Formula. Some 
of the additional qualities are flow, color, juxtapos-
ition, and crispness. The Readability Formula, however, 
does offer an excellent start because its component 
parts easily can be seen, counted, and computed. 
With the exception of the March issue, none of the 
six recent issues of THE AIRMAN magazine passed the 
Readability test in any of the categories. The March 
issue met one criteria: personal references. Gener-
ally, sentences are too long. There are too many 
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multi-s~llable words. There are too few personal refer-
ences. The magazine is not written for easy, quick 
reading. Sentence length and the words used affect the 
speed with which the reader can grasp the meaning of the 
content. Personal references give the reader a way to 
personalize what he reads, makes him feel a part of what 
he reads. It is a human interest factor and also a 
80 
readability factor. Personal references make the material 
more "palatable" to the reader; old landmarks in new 
word formations and thoughts. 
Within the category of •Mechanical Means,• sub-
heads are printed in almost the same darkness as the 
other editorial matter. The overall layout design 
does not create a desired "oneness." The layout is 
more a block of copy here and blocks of photographs 
there with little attempt to tie the two together artis-
tically or dramatically. 
On Weight and Balance: The military service, like 
industry, depends upon People. John F. Gordon, presi-
dent of General Motors and Frederic G. Donner chairman 
of General Motors, said in a joint statement to share 
II 
holders, "OUr plants, manufacturing processes, and 
facilities can all be copied. The extra effort and 
imagination General Motors men and women bring to their 
Jobs cannot." 
The Air Force is even more concerned than this 
relative to human relations and internal public rela-
tions. The Air Force is a way of life. It is people 
first; aircraft, weapons, second; even 1n the aero-
space age. Public relations begins at home. It begins 
with people. People who are dotng the job. People; 
hard-working, hard-driving, determined, dedicated 
people. The role of the employee publication, as dis-
cussed in the Introductory section, is to communicate 
with these people. The goal of the Air Force Internal 
Information program is to communicate with employees 
through such media as THE AIRMAN. 
THE AIRMAN presently borders on being a technical 
Journal rather than an employee publication for all 
Air Force personnel. The language used, as discussed 
above 1n the Readability findings, plus its emphasis 
on technology and other orientation-related areas places 
its content 1n a near-technical category. Its emphasis 
81 
is on Things rather than on People. A small amount 
of space is devoted to what in this study was titled 
the "Personal" areas of "Job Performance,• "Community 
Relations,• "Hobbies,• "Enlistment/Re-enlistment,• 
"Family." 
The "We Are An Air Force Family" concept is diffi-
cult to find in the magazine. Civilian employees are 
seldom mentioned or photographed. However, civilian 
82 
employees are one of the considerations 1n the Internal 
Information program. The individual photograph of an 
Airman rewarded for a Job well done is difficult to 
find in the publication. The emphasis on technology 
as revealed 1n this study is further increased by the 
monthly departments included in the magazine such as 
"Tips on Technology," and "Slants on Space." The 
technical lineage of these departments would be in 
addition to that reported in this study of the feature 
articles. 
The communicator in 35% of the articles was of 
officer rank. Of the articles written by Airmen per-
sonnel, only two were written by lower ranking Airmen. 
, The officer personnel and higher ranking Airmen 
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accounted for almost 60% of the editorial content by 
by-lLne identification. This could have an adverse 
effect on the receptability of the materials by the 
reader of the lower ranks. Sixty-nine percent of the 
articles, or 44 of 64, had no predominant rank content. 
No predomLnant rank content is not necessarily a favor-
able finding because again it reflects the lack of the 
human interest quality which is important for a suc-
cessful employee publication. 
The lack of name identification in the photograph 
caption is another area of human interest weakness. 
People like to read about people. People like to see 
the.ir names in print. In so varied an organization as 
the Air Force, personnel criss-cross each other's paths 
many t1mes. Readers like to read about people they 
know or have known. 
8.3 
Propriety could be improved particularly regarding 
photographs of personnel out of uniform or in improper 
uniform. One of the functions of an employee publica-
tion is to educate its readers to the ways of the 
organization. Respect for all military ranks is essential 
and should be emphasized in the employee publication by 
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correct reference to all ranks; A1rmen, Non-Comm1ss1oned 
Off1cers, and Off1cers. The study revealed a pract1ce 
1n THE AIRMAN to refer to A1rmen of the lower ranks 
by the1r f1rst name 1n the ed1tor1al content. 
Based on th1s content analys1s, the two-part hypo-
thes1s establ1shed at the start of th1s study must be 
rejected, ~.e., 1) That the contents of THE AIRMAN 
magaz1ne meet the readab111ty cr1ter1a; 2) That the 
contents of THE AIRt~N magaz1ne are properly propor-
t1oned concern1ng top1cs and rank 1ncluded 1n the 
ed1tor1al and photograph1c mater1al. 
====-:=== 
Chap. 10 
Recommendat1ons 
There 1s no mag1c formula to guarantee a successful 
publ1cat1on. However, there are certa1n areas that 
can be explored as a result of th1s content analys1s. 
These areas are d1scussed below as recommendat1ons 
for the 1mprovement of THE AIRMAN magaz1ne•s content. 
Qp Plann1ng: More deta1led plann1ng of each 1ssue w111 
give a better Weight and Balance ratio. Articles about 
the latest weapons are important. Such mater1al keeps 
personnel 1nformed about techn1cal 1mprovements. Other 
"Orientation" articles also are 1mportant such as 
"Travel and/or Duty," "Internat1onal," and "History." 
However, they should be presented in proportion to the 
other content areas. A magaz1ne d1et of all "meat 
and potato" articles w1th no "sweets or dessert" 1tems 
can become extremely dull read1ng. The "sweets and 
dessert" articles attract the reader and hold his 1n-
terest. They are important parts of an employee 
publ1cat1on if management wants to have the "meat and 
potato" art1cles read. 
On Wrltlng: To 1ncrease readab111ty wr1ters should use 
;; 
shorter sentences, fewer words with multi-syllables, 
and more personal references. Each writer should try 
to maintain the 17-70-10 ratio explained in this study. 
Keep the reader in mind. He is in a hurry. Articles 
written by guest also should meet these requirements. 
A staff writer can be assigned to work with the guest 
contributor to maintain the magazine readability level. 
Qn Editing: A sharper and more vicious editing pencil 
is needed. Such editing will help staff writers reach 
the 17-70-10 ratio more often. More photographic 
editing will reduce such items as uniform violations 
in the •Propriety• category. 
on Humanizing: More emphasis an The Man rather than 
The Thing will result in more readable material and 
increased morale. If it is an article about a tech-
nical subJect, also include the human element. 
General Curtis E. LeMay, Air Force Chief of Staff, 
recently emphasized the importance of people when he 
said: 
Thus far man has not been able to build an 
electronic brain that can come up with ori-
ginal thoughts, or display courage and love 
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of liberty. Nor can the machine be dedicated 
to God and country. Therefore man, because 
he has a brain and a soul, is going to con-
tinue to be the key to the kind of national 
defense we need ••• 80 
Full-name identification in photographs also will help 
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add more human interest. Do not stop with just the man; 
his family is important, too. His family is part of 
the Air Force team; particularly his wife who moves 
many times during his career to maintain their home. 
She is interested 1n THE AIRMAN and so are their chil-
dren. one of the major functions of the publications 
of the New England Telephone and Telegraph Company 
employee publications, as stated in the Introduction 
to this study, is to link job and home. 
Qn Rank R§tio: Although the title of the magazine is 
THE AIRMAN, as an all-inclusive title, military dis-
cipline--even in written cummunications--must be 
maintained. The division of officer personnel and 
enlisted personnel does exist 1n day-to-day military 
service. Magazine content, therefore, also should be 
carefully proportioned to avoid preponderance of 
80 "Youth Qn The Space Frontier," The Airman Mag-
!: azine, Vol. VI, No. 2, February, 1962, p. 15 • 
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editorial or photographic material of one segment of 
military personnel. 
Qn Mechanics: Eliminate by-lines for staff writers. 
This action will reduce the rank overtone of the con-
tent. Guest writers, however, are entitled to by-
lines. To increase the number of guest writers in the 
lower airmen ranks, start "THE AIRMAN Invitational 
Program.• OUtstanding lower ranking airmen in the 
Information career Field throughout the Air Force 
would be invited to participate in the "Invitational 
Program.• Under the supervision of a regular staff 
writer, the selected airman would prepare an article 
for THE AIRMAN on a subject assigned by the editor. 
This plan also would serve as an incentive and reward 
for the selected airmen throughout the Information pro-
gram. 
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The magazine format should be more youthful and 
vigorous. Dignity, however, would be maintained. The 
Air Force is a vigorous, interesting, challenging car-
eer. Its employee publication should reflect this image. 
Shorter lines would help readers read more quickly. 
!! 
ll 
More white space would be more inviting to the reader. 
Editorial matter that looks easy to read will be read 
by more people. Sub-heads should be printed darker to 
permit more contrast to what otherwise becomes solid 
blocks of "grey" type, one after the other. 
Qn Civilians: A definite program should be developed 
to include more articles and photographs about the 
"Civilian Partners In Defense" working side-by-side 
with Air Force personnel on the Air Force team. 
Qn the Title: THE AIR~~N title is not an all-inclu-
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sive title. The title does not include civilian employ-
ees although they are considered a part of the Internal 
Information program. It does not include the Air Force 
family, also an important part of the Internal Infor-
mation program. Before the present publication, the 
title was more all-inclusive: AAF REVIEW, and before 
that, AIR FORCE. 
Secondly, the title does not aid to maintain mill-
tary discipline in communication; it tends to incor-
porate officers and all enlisted men into one category: 
Airmen. In popular military usage, officers are not 
- -¥·---- -- -~------- " 
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called airmen. The confusion is easily explained. An 
enlisted man below the rank of Sergeant is called an 
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!i Airman, by usage. His rank officially is Airman Basic 
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(AB); Airman Third Class (AJC); Airman Second Class 
(A2C); and Airman First Class (AlC). Enlisted per-
sonnel above the rank of Airman First Class have the 
word "Sergeant• in their rank and hence usually are 
referred to in conversation as Sergeant. The title 
THE AIRMAN has the tendency to make all the ranks equal. 
This difficulty with popular usage of terms is re-
flected in the editorial content of the magazine itself. 
An example is in the article "When This Black Bird 
Rockets to Records," page 28, March, 1962: "At 
Edwards AFB, where the X-15 roosts while being groomed 
for its next flight, a lot of the support people like 
the men shown here are called Airman or Sergeant." The 
"Tri-Annual Sample Survey" conducted by the Analysis 
Branch, Office of Information, Department of the Air 
Force, has found that readers feel the magazine is in-
tended for everyone in the Air Force regardless of 
rank. However, this is not the major problem. The 
major difficulty is that the title does not aid in 
maintaining discipline in military communication. A 
publication should be properly targeted for its total 
audience. A more appropriate title is recommended. 
91 
Qn Additional Assistance: A writing seminar for all 
staff writers of THE AIRMAN would be beneficial to 
increase readability. A condensed course similar to 
"Writing For Planned Readership" conducted by Professor 
Albert J. Sullivan at the Schoool of Public Relations 
and Communications, Boston University, would permit a 
detailed study of more writing qualities related to 
readability. 
Qn Research: Additional studies of THE AIRMAN should 
be made. Particularly rewarding would be a readership 
study to determine what the readers do read. Caution 
should be taken, however, to avoid "the halo" effect. 
Awareness of THE AIRMAN as a publication is a status 
symbol among personnel. Some personnel may say they 
read it merely because they know it exists and have glanced 
at a copy occasionally. It becomes a problem of defining 
the term "read.• The readership study should be con-
structed to avoid this "halo" effect which most researchers 
do consider important in question construction. 
BIBLIOGRAPHY 
Bibliography 
A. Books 
Bentley, Garth. How to Edit an Employee Publication. 
Harper and Bros., New York, 1944. 
Berelson, Bernard. Content Analysis In Communication 
Research, The Free Press, Glencoe, Illinois, 1952. 
Biklen, Paul F., and Robert D. Breth. SuCCessful 
Employee Publication, McGraw-Hill, New York, 1945. 
Bogart, L. "The Growth of Television" in Mass Communi-
cations, William Schramm (ed.), University of 
IllLnois, Urbana, 1960. 
92 
Brown, Roger. Words and Things, The Free Press, Glencoe, 
Illinois, 1958. 
Effenbein, Julien. Business Journalism, Harper and Bros., 
New York, 1945. 
Flesch, Rudolf. The Art of Plain Talk, Harper and Bros., 
New York, 1946. 
Flesch, Rudolf. The Way to Write, Harper and Bros., New 
York, 1947. 
Flesch, Rudolf. The Art of Readable WritLng, Harper 
and Bros., New York, 1949. 
Hanawalt, Leslie L., and Emilie A. Newcomb. Writing 
~rom Ob§~rvation, Harcourt, Brace and Co., New 
York, 1945. 
Lasswell, Harold D. "The Structure and Function of 
Communication in Society" in M?ss Communications, 
William Schramm (ed.), University of Illinois, 
Urbana, 1960. 
McCloskey, James. Industrial Journalism Today, Harper 
and Bros., New York, 1959. 
93 
Nafziger, Ralph o. and David Manning Hhi te. Introduction 
to Mass Communication and Research, Louisiana State 
University Press, Baton Rouge, 1958. 
Newcomb, Hobart and ~~rg Sammons. Employee Communica-
tions 1n Action, Harper Bros., New York, 1961. 
Patterson, Helen M. Writing and Selling Special Feature 
Articles, Prentice-Hall, New York, 1946. 
Perusse, Roland I. "Psychological Warfare Reappraised" 
in b Psychological Warfare Casebook, W. E. 
Daugherty and M. Janowitz (eds.), The Johns 
Hopkins Press, Baltimore, 1960. 
Peters, Raymond. Communigatign Within Industr~, Harper 
Bros., New York, 1950. 
Ramsay, Robert E. Effective House Organs, Appleton and 
Co., New York, 1920. 
Schramm, William. lhe Progess and Effects of Mass 
Communication, University of Illlnois Press, Urbana, 
1954. 
Schutte, William and E. R. Steinberg. Communigation In 
~us1ness and Industr~, McGraw-Hill, New York, 1953. 
Sellitz, Claire, ~. ~. Researgh Methods in Social 
Relation~, Holt, Rinehart and Winston, New York, 
1951. 
Smith, Bernard. Industrial Editing, I. Pitman and Son, 
London, 1961. 
Waples, Douglass, Bernard Bere lson and Franklin R. 
Bradshaw. "The Effects of Reading" in Mass Communi-
cations, W. Schramm (ed.), University of Illinois 
Press, Ur~na, 1960. 
Whyte, William H. Jr. Is Anybody Listening? Simon and 
Schuster, New York, 1952. 
94 
B. Periodicals 
Cross, Wilbur. "New Horizons for Business Journalism," 
~turday Review, January 14, 1961, p. 38. 
Davis, John Earl. "Three Pitfalls for Writers," in 
ICIE Reporttpg, Vol. 14, No. 7, March, 1962, p. 3. 
Douglas, James H. Foreword remarks, The Airman, Vol. 1, 
No. 1, August, 1957. 
Erickson, Don. "Grab Your Reader• s Mind" in Editor• s 
Notebook (American Association of Industrial Editors), 
Vol. 24, No. 1. 
Field, A.G. Wynne. "Comment" in ICIE Reportin,g, Vol. 14, 
No. 6, February, 1962, p. 17. 
Luehman, Maj. General Arne H. "The Air Force Internal 
Information Program" in Air Force Information Polley 
Letter, No. 102, March, 1962, p. 16. 
Moses, Robert. "Plea: • Put It In English •" l.n The New 
York Times M8gaz1ne, March, 1962, p. 78. 
Ragan, Lawrence. "As It Seems To Me" in ICIE Reporting, 
Vol. 14, No. 7, March, 1962, p. 19. 
White, Thomas D. Foreword remarks in The Airman, Vol. 1, 
No. 1, August, 1957. 
"Goodwill Builders" 1n Business Week, No. 1039, July 30, 
1949, p. 56. 
"House Organs Grow Up Into Real Mass Media" in Bus inesg> 
~' No. 1440, April 6, 1957, p. 180. 
"How to Play the House Organ" in Fortune, October, 1952, 
pp. 144-147. 
"Subsidized Press" in ~' LII, No. 1, July 5, 1946, 
p. ?2. 
The Airman magazine, November, 1961; December, 1961; 
January, 1962; February, 1962; March, 1962; 
April, 1962. 
95 
"Time to Revise" in Business Week, No. 922, Yay 3, 1947, 
p. 80. 
C. Pamphlets 
Information Policies and Procedures, Air Force Amnual 
No. 190-4, Department of the Air Force, Govern-
;!l ment Printing Office, Washington, June, 1960. 
Newspicture Guide, pamphlet No. 190-3-1, Government 
Printing Office, Washington, 1960. 
The U.s. Fighting M?n' s Code, Office of the Armed Forces .. 
Information, Government Printing Office, Washington, 
1959, p. 59. 
D. Unpublished Material 
Barcus, Francis Earle. Communications Content: Analysis 
of the Research 1900-1958 {A Content Analysis of 
Content Analysis} (unpublished thesis) University 
Of Illinois, 1959. 
Crosby, William E. Morale and Internal Communication, 
(MS thesis), Boston University, 1951. 
Kreighbaum, Hillier. Unpublished study, New York 
University, Department of Journalism, 1961. 
McConnell, Maj. Arthur. How to Increase Public Relations 
Understanding, (unpublished special study), Air 
Command and Staff College, 1957. 
··.·;--·_- ... -_ .. ~-·-;·-- --· 
96 
Toso, Henry J. Dispersal Ratios of THE AIRMAN Magazine, 
MS thesis, Boston University, 1960. 
A History of Air Force Public Relations, Staff Reports 
Division, Office of Public Relations, Washington, 
1946. 
E. Other Sources 
Personal interview with Alice M. Lavin, editor of Topics, 
?~ New England Telephone and Telegraph Company, Boston, 
Massachusetts, April 24, 1962. 
An address by diehard S. Leghorn, president of Itek Corp-
oration, "The Impact of Science and Technology 
Upon Information" given in Chicago, April, 1961. 
"Writing for Planned Readership" by Professor Albert 
J. sullivan, Boston University School of Public 
Relations and Communications lectures, 1962. 
APPENDICES 
:. 't ._, . 
Appendix A - Article Weight and Balance 
CODING SHEET 
1. orientation 
a. Travel and/or Duty 
b. International 
c. Technology 
d. History 
2. Personal 
a. Job Performance 
b. Community Relations 
c. Hobbles 
d. Enlistment/Re-enlistment 
e. Family 
). Education (Includlng self-improvement) 
4. Humor 
5. Writer Identification By By-Line 
a. Officer 
b. Airman 
c. Civilian or no by-line 
6. Article Predominant Rank Content 
a. Officer 
b. Airman 
c. Civilian employee 
d. No predominant rank content 
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Appendix A - Article Weight and Balance 
Issue: November, 1961 
THE AIRMAN 
Article Title 
The Primary Role of the Army 
The Combat Arms 
Aviation Within the Army 
The Army's Role in Contin-
ental Air Defense 
Training the Soldier 
A Day in the Life of a 
Soldier 
How the Army Serves the Air 
Force Logistically 
R&D Objectives 
Special Warriors of the u.s. 
Army 
The Army in a Unified Command 
STRAC--The Army's Ready Force 
In the Name of Congress 
(Humor - cartoon, page JO) 
Contenp 
1a 
1c 
1c 
1a 
1a 
1a 
1c 
1c 
1a 
1a 
1a 
1d 
Writer 
Identi;ty 
Sa 
5o 
Sa 
sa 
Sa 
5o 
5c 
sa 
Sa 
Sa 
5b 
Rank 
Content 
6d 
6d 
6d 
6d 
6d 
6d 
6d 
6d 
6d 
6d 
6d 
6a 
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Issue: December, 1961 
THE AIRMAN 
Article Title 
Man In Aerospace 
Astronauts Looking For A 
Job 
Beware the Pup 
No Place to Land 
"There's A Long, Long Trail 
A Windin'" 
The Reluctant Exhibitionist 
What's Happened At Wichita 
Falls 
The Sent ine 1 
The Muscle of a Missile 
Bring 'Em Back Alive 
Language: Bridge or Barrier 
Thirty Worlds Ahead 
Twenty Years Ago This Month 
(Humor - Cartoon, page 27) 
=======-· 
Writer 
Content Identity 
1c 5a 
1a 5b 
1c 5c 
2a 5a 
1d 5a 
1d 5a 
2b 5a 
2a 5b 
1c 5b 
1c 5a/5b 
3 
1c 
1d 
5c 
5c 
5b 
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Rank 
Content 
6d 
6d 
6d 
6a 
6a 
6b 
6d 
6b 
6d 
6d 
6d 
6d 
6d 
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Issue: January, 1962 
THE AIRMAN 
Article Title Content 
More Than Might 1c 
A Little Bit To Go A Long Way 1c 
Eighth Wander of the \vorld 1c 
Philadelphia Story 1d 
Take a Sports Break 3 
222 Men And A Girl 1a 
The Aerospace Year In Review ld 
De Bothezat•s Flying Octopus 1d 
one Star Differeth 1d 
(Humor·-cartoon, page 42) 
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Writer Rank 
Identity Content 
5c 6d 
5b 6d 
5c 6d 
5c 6d 
5c 6a 
5b 6b 
5a 6d 
5a 6d 
5c 6d 
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Issue: February, 1962 
THE AIRMAN 
Writer Rank 
Article Title Content Identity Content 
Deadly Duel 1b 5c 6d 
Military Planning is no Picnic 1a 5c 6d 
Youth on the Space Frontier 2d 5o 6d 
These Men Are Wanted 2a 5a 6a 
Men and a Man-Sized Job 1a 5b 6b 
The Story Behind Aeromedical 
Evacuation 1a 5a 6d 
Worth 500 Men 1d 5o 6a 
The Bulld-Up and the Impact 1a 5b 6d 
Indians Abroad 2e 5c 6b 
(Humor - cartoon, page J7) 
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Issue: March, 1962 
THE AIRMAN 
Writer Rank 
Article Title Content Identity Content 
The Air Force Today 1a 5c 6d 
The Men Who Came To Dinner 1a 5b 6d 
Discovery In North Dakota 2c 5c 6b 
Combat Competition 2a 5b 6a 
You Plan to Live 2e Sa 6d 
Scholarships and Loans 2e 5c 6d 
When This Black Bird Rockets 
to Records 2a 5c 6b 
Global SWeeps of the Blue Eagles 2a 5b 6d 
How to Win Friends And 2b 5b 6a 
New Ventures For AF Vets 1a 5c 6a 
(No humor) 
:; 
Issue: April, 1962 
THE AIRMAN 
Writer 
Article Title Content Identity 
Assessment of the International 
Situation 1b 5c 
Assignment Berlin 1a 5a 
The Man & the Rock la 5a 
No Charge 2b 5b 
In the Green lc 5b 
Female in the Cockpit lc 5c 
Expeditions Unlimited lc 5c 
The Honor Code of the Air Force 
Academy J 5a 
Mystery of the Unmanned B-17 2a 5c 
on the Edge of Space lc 5a 
Training the Chimponauts lc 5c 
(Humor - cartoons, page 2J) 
10) 
Rank 
Content 
6d 
6d 
6d 
6a 
6d 
6a 
6d 
6d 
6d 
6a 
6d 
104 
Appendix B 
Propriety 
Photographs of Improper Uniform 
December: Page 21 Airman in public place in a 
I Class B uniform. February: Page 13 Oivilian clothing. 
Page 14 Civilian clothing. 
Page 30 No hats. 
Page 42 Some with hats; some without hats. 
.March: Page 15 Hat and no hat in same photograph. 
I, Page 29 No fatigue shirt. 
Page 36 Civilian clothing. 
April: Front Cover Unbuttoned parka; hands in 
pockets. 
Page 15 No hat. 
Page 18 A seemingly unbuttoned blouse. 
i! Page 25 No hat. I' 
Improp~~ R~!~renQ~ tQ M•lit~£Y Per§onn~l 
November: Page 47 Lt. Jack W. Mathis referred to 
as •Math~s." 
Page 48 No rank with name under photo-
graph. 
December: Page 21 A3C Oldbury referred to as 
"George.• 
February: Page 25 SSgt. Monley referred to as "Tom.• 
Page 
.39 A2C Sliney referred to as "David." 
Page 39 A2C Scobel reffered to as "Gordon. n' 
March: Page 12 A1C Burzynski referred to as 
"Stanley.• 
Page 31 MSgt. Hinz referred to as 
"Albert Hinz• in photograph cap-
tion. 
Page 13 A2C Willingham referred to as 
"A2C Cleveland 'Willie Bingo• 
Willingham• 
;; 
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Other 
December: Front cover 1s of f1ghter aircraft fir1ng 
weapons seem1ngly earthward. Christmas 
motif 1s on inside front cover and back 
cover. 
January: Reproduction of American flag on back 
cover has white 11ne running through 
the f1eld of stars. 
March: Page 34 one of the few civilian employee 
photographs shows civilian in his work 
clothes receiving presentation. 
April: Page 33 Drawing of a seem1ngly dis-
organized •pre-flight briefing.• 
